Introduction
Firms seek products, processes, and technologies that add value to their offerings in an effort to remain competitive. The purpose of this research is to explore Extranet linkages between business partners, how they impact business practices and how they add value in business relationships. Extranets are extended Intranets connecting multiple organizations including internal personnel, customers, suppliers, and strategic partners in a seamless closed-user group (Maloff 1997) .
Firms engaged in Extranet marketing activities will need to actively maintain and enhance their product offerings and especially keep pace with technological advances as competition between firms increases. Organizational variables that have been explored as affecting culture that seem particularly relevant to Extranet relationships are: technology, values, decision making, control, degree of centralization, and organization structure.
In addition to examining how Extranets modify the way that companies do business, drawing upon recent work in relationship marketing, the authors believe that many of the same relationship antecedents will be relevant to the development of an Extranet relationship. Specifically, the elements of trust, commitment, communication, power, specific investments in technology, comparison levels of alternative partners and firm performance were researched.
Some Basic Definitions
The Internet, Intranets, and now, Extranets? What exactly is an Extranet? How is it different from an Intranet or the Internet? Why are companies spending valuable resources, in terms of time and money, developing Extranets? What companies are involved in Extranet relationships? In order to fully understand and appreciate Extranets, it is necessary to first define the various systems that support this technology. In particular, defining the Internet and Intranets, the two major components of an Extranet, is requisite for this discussion.
The Internet
According to Netdictionary (www.netdictionary.com/html/i.html) the Internet is a worldwide network of networks that use TCP/IP communications protocol (the rules that provide basic Internet functions) and share a common address space. The network to promotional, inventory, and financial information. FocalPt can also provide repair information for specific car models, and can track an individual car's repair history from any machine on the network. (Wagner 1997a) . The Defense Advanced Research Projects Agency (DARPA -mentioned earlier in this report pioneered the Internet) uses an Extranet to facilitate business and industry collaboration on government policy development. Partners can access and collaborate on sensitive documents, attend virtual meetings, monitor data and route information to workgroups (Bort, 1998) .
Cost Reduction
Many companies are reaping measurable benefits from Extranet use in terms of dollars saved over operating methods. For example, General Electric Company has shaved off half of its 14-day purchasing cycle by communicating with suppliers over an Extranet instead using phone, fax and postal mail (Nash 1997) . Saatchi & Saatchi cut expenses by using an Extranet, especially saving in the areas of long-distance phone calls, shipping costs, mail-delivery failures and reshipping (Henry 1997) 
while Office
Depot should see substantial savings if business customers move online, due to reduced processing costs (Machlis 1998) . In a dramatic example of Extranet driven cost reduction, Merisel, a $3.5 billion wholesale distributor of brand-name computer hardware and software, has experienced a 70 percent decrease in order-processing costs with its business-to-business Extranet (Millman 1997 ).
Order Processing & Distribution
A business-to-business Extranet can be used to place orders, receive invoices, track shipments, and process payments. Sales representatives are then freed to devote more time to establishing close customer relationships (Millman 1997 , Baker 1997 ).
Nu Skin International maintains an Extranet that allows distributors to generate and access corporate data, check inventory, place orders, and receive shipment status information (M2 PressWIRE 1988). Monitor Medical (healthcare equipment vendor), uses its Extranet to provides customers with the means to order products online, and will eventually create a national distribution network of small suppliers (Hoffman 1997).
According to OneSoft Corporation (1997), perhaps one of the best potential uses of Extranets today is enhanced ordering systems. It is possible to achieve an "electronic integration effect" through Extranets. An Extranet can connect a retailer's point of sale terminals to a supplier's delivery system, ensuring prompt replacement of goods sold (just in time delivery), which decreases the chances of the retailer running out of the item.
Customer Service
Many claims are made that the real value of Web-based customer services is not direct sales, but rather improved customer relations that retain customers. In addition to ironing out problems, customers can find information that they need via and Extranet (Baker 1997) . Merisel has seen increased customer satisfaction. Customers can find answers to their questions over the Internet, rather than "hanging on the phone waiting for their sales reps, resellers can find out all the information they need, including real-time custom pricing, availability, and product information while they're sitting at their desktop (Millman 1997) ." According to Phil Gibson, Director of Interactive Marketing for National Semiconductor, saving their customers time is the most important function of their Extranet. National's customers reap the rewards of "…getting their products to market faster (Business Wire 1998b)."
Business Relationships
There appears to be a lack of literature to address the substance and character of business relationships within an Extranet environment. There are indications that Extranets can be extremely important in fortifying relationships with external business partners and customers (Baker 1977 , Stedman 1997 , but research into this area is scarce.
It is our intent through this project to add to this body of knowledge.
Who Uses Extranets
Business-to-business Extranet use is increasing. It estimated that 20% to 30% of Fortune 1,000 companies are currently involved in using or developing an Extranet system (Moschella 1997) . Perhaps one of the more interesting facets of Extranet use is the wide range of companies involved, manufacturing, advertising, banking, insurance, to name a few. In addition to the companies already mentioned in this report, a number of additional businesses were identified as participating in an Extranet relationship. For example:
• Barnes & Noble offers affiliates access to an Extranet that contains downloadable graphics and scripts for their web sites ).
• Fruit of the Loom customers, embroiderers and silkscreen shops, can order and check inventory and account status online (Jones 1997b).
• Ford Motor, Chrysler, General Motors, Caterpillar, Deere & Co, TRW and other auto companies are linked to the Automotive Network Exchange (ANX), an Internet-based private network that will link car manufacturers, suppliers and other business partners worldwide (Fitzloff, Kujubu 1997; Wagner 1997b ).
• The insurance industry has it's own Extranet, WINconnect, a network linking four of the world's largest insurers (Wagner 1997b ).
• Technology-based companies like Compaq and Oracle are linking their Intranets with vendors to form Extranets (Greengard 1997).
• Charles River Laboratories is a world-wide distributor of laboratory animals currently developing an Extranet that will make its data accessible to its and customers (Sliwa 1997 ).
• Asset Factory of San Francisco (recently acquired by Newtek, Inc.), allows customers to access a remote data center to submit large 3D animation data files for film production-quality rendering (Business Wire 1998a).
• Mobil Corporation has an Extranet application that allows lubricants distributors to submit purchase orders to Mobil over the Internet (Computerworld 1997 ).
• Polymerland Inc. (plastic resin distributor), has turned its Extranet into a research site for its engineering customers. Customers can also check Polymerland's inventory, the status of an order, and how much money they've spent with the company (Jones, 1997a) .
Potential Problems
It is easy to see why companies are so excited about the perceived benefits of Extranet use. But, a discussion of this technology would not be complete without a brief look at some of the problems that may be encountered by companies doing business over Extranets. There seems to be a question as to who should monitor Extranet systems, MIS departments or marketing (due to the business-to-business relationships) (Nash 1997 ).
According to Ambrosio (1997) (Nash 1997) .
Confidentiality must be maintained by all partners. In addition, the host must verify that information is seen and accessed only by the intended recipients (Bort and Felix 1997) . The host company must ensure that data and server resources are available when needed (Bort and Felix 1997) . The biggest drawback of an Extranet system concerns security. Any system that runs over the Internet is vulnerable to encroachment from unauthorized personnel. Anderson (1997) reveals that the sensitive information transmitted over Extranets, including financial data, and specifications for new products, makes the network an especially appealing target for hackers. Possible companies were identified in three ways. First, a list of companies identified as using Extranets and company contact names was compiled from the articles reviewed for this project. Second, several confirmed Extranet users supplied the names of additional companies and individuals to contact. The last identification method was on the web sites of confirmed Extranet users. Several sites provided lists of their business "partners." The next step was to conducted an Internet search to locate web sites for the identified companies. For the majority of companies, contact information (address and phone information) was available on their web sites. If the contact information was not available, then a search was conducted via Hoover's Online (www.hoovers.com) and GTE SuperPages (www.superpages.gte.net).
The Study
Initial contact was initiated with approximately 50% of the companies via email, in an attempt to confirm address information and request an individual contact name.
Email requests were sent to corporate communications and public relations personnel, sales and marketing departments, information systems, and webmasters. Online feedback forms were used if direct email contacts were not listed. Forty-five companies contacted in this manner agreed to participate and furnished a contact name; 18 companies denied the request either due to time constraints, or they were not participating in an Extranet relationship at that time. 
Results
Of the 202 companies surveyed, 17 surveys were returned as not-applicable or undeliverable for an adjusted response rate of 30% (56/185 respondents). Respondents represented a diversity of industrial sectors including:
• Advertising 
Extranet Use and Business Applications
Respondents were asked to rank their top five general uses of Extranets.
Electronic communication with trading partners was the number one use (89 percent of respondents) followed by customer contacts (71 percent), vendor contacts (59 percent), sales to customers (48 percent), product and service promotion (45 percent) and purchases from suppliers (41 percent).
Figure 5 indicates respondent current and planned uses of Extranets to facilitate specific business applications. Electronic commerce activities head the list with fully 100 percent of respondents currently or planning to use Extranets for electronic data interchange (EDI). EDI is the electronic transmission of business data between or within firms (including their agents and intermediaries) in a structured, computer processable data format that permits data to be transferred without re-keying from a computersupported business application in one location to a computer-supported business application in another location (Hill and Ferguson, 1991) . EDI standard formats have been established for over one hundred business documents (American National Standards Institute 1990).
The next two most highly ranked business applications are sales and purchases or electronic commerce. Electronic commerce using Extranets is a natural progression of Internet-and World Wide Web-based commerce which are experiencing explosive growth. Hundreds of companies are conducting business solely on the Internet while tens of thousands of additional companies are discovering electronic markets as a means for promoting and selling products and services (Vlosky and Gazo 1996) . In this study, 58.9 percent of respondents said their company was very willing to make purchases and 61.8 percent said they were very willing to sell products and services using their Extranets.
Product and price inquiries were also identified by respondents as important Extranet business applications. Extranet order processing, also frequently used by respondents has been shown to offer significant cost reductions and competitive advantages. For example, General Electric Company has shaved half of its 14-day purchasing cycle by communicating with suppliers over an Extranet instead using phone, fax and postal mail while Merisel, a $3.5 billion wholesale distributor of brand-name 14 computer hardware and software, has experienced a 70 percent decrease in orderprocessing costs with its business-to-business Extranet. 
Business Applications Using Extranets

Extranet Expectations and Benefits
The primary reason respondents implemented an Extranet was to include this communication technology in the overall corporate strategy. Extranets are well-planned activities that are meshed into the corporate fabric as opposed to being a lose thread ( Figure 6 ). Second, but nearly important, was the goal of reducing order cycle time which has a direct bearing on reducing costs, the third ranked goal. Scale: 1=strongly disagree to 5=strongly agree
Concerns and Impediments to Implementation
Respondents register few concerns about using Extranets. As has been found to be the case in previous Internet studies (Vlosky and Fontenot 1997) , concern about security of information ranks high on the list (Figure 8) . Technical issues, speed of access and availability of technical resources concerns ranked second and third.
Procedural issues ranked third (the need to change established procedures) and fourth (personnel training issues). The balance of possible concerns all ranked neutral (3.0 on a scale of 1=not a concern to 5=is of great concern). 
Concerns About Having an Extranet
(Scale: 1=not a concern to 5=is a major concern) Impediments to Extranet Implementation 
Extranets and Buyer-Seller Relationships
Respondents were asked to evaluate their Extranet relationships relative to nonExtranet relationships (Figure 10) . Ranked at the top of the list is the perception that an Extranet partner is a cutting edge company followed by a belief that they are more customer oriented. Greater confidence in the accuracy of information provided and greater reliability are the remaining attributes ranked above neutral (3.0 on a 5-point scale of agreement). Relative to a Non-Extranet Partner, an Extranet Partner:
Scale: 1=strongly disagree to 5=strongly agree and Vlosky 1998, Vlosky and Wilson 1996) and the Internet (Vlosky and Fontenot 1996) .
Extranet partners appreciate the technical challenges that accompany 
Our Extranet suppliers/customers:
are committed to long-term relationships with my company. 3.8
appreciates our technical challenges associated with implementing Extranets. 3.6
are dependent on us.
3.4
have better business relationships with my company than non-Extranet suppliers/customers 3.3 has invested a lot of time and expense in developing relationships with my company.
3.3
3.1
Scale: 1=strongly disagree to 5=strongly agree are easy to work with in solving Extranet related problems.
Relationship Constructs
Commitment
Commitment is the most common dependent variable used in buyer-seller relationship studies Anderson and Weitz 1990; Jackson 1985; Dwyer et al. 1987; Moorman et al. 1992) . Commitment has been identified as the variable that discriminates between relationships that continue and those that break down (Mummalaneni and Wilson 1991) . Commitment not only is a desire to continue a relationship but also a pledge to work toward this continuance (Wilson 1995) .
Commitment implies importance of the relationship to the partners and a desire to continue the relationship in the future.
As seen in Figure 12 , respondents scored high on all commitment items. There is a sense of continuity and strengthening in the relationship over time. In addition, commitment is manifested in increased sales or purchases in the future with Extranet partners. 
We expect our relationship with our Extranet suppliers/customers to strengthen over time.
4.3
We are committed to our Extranet suppliers/customers.
Scale: 1=strongly disagree to 5=strongly agree 4.2 We expect our relationship with our Extranet suppliers/customers to continue for a long time.
4.2
We expect to increase our purchases/sales in the future via Extranets.
We are willing to put considerable effort and investment into building our Extranet business with suppliers/customers.
3.8
We have invested a lot of effort in the relationship with our Extranet suppliers/customers.
Trust
Trust, considered by many researchers to be the binding force in most productive buyer-seller relationships (Hawes et al. 1989) , is a fundamental relationship model building block. Most definitions of trust involve a belief that one exchange partner will act in the best interest of the other partner. Four often cited definitions of trust:
1.
A willingness to rely on an exchange partner in whom one has confidence (Moorman et al. 1992 ). 2.
One party believes that its needs will be fulfilled in the future by actions taken by the other party (Anderson and Weitz 1990 ).
3.
A party's expectation that another party desires coordination, will fulfill obligations and will pull its weight in the relationship (Dwyer et al. 1987 ).
4.
The belief that a party's word or promise is reliable and a party will fulfill his/her obligations in an exchange relationship (Schurr and Ozanne 1985) .
The theoretical justification for the above and other definitions of trust are drawn from literature outside the marketing domain (Pfeffer and Salancik 1978; Williamson 1991 Williamson , 1985 Rotter 1967; Zand 1972; Deutsch 1958 ). Development of trust in a relationship is dependent upon multiple elements such as a supplier's willingness to customize, confidential information sharing and length of the relationship (Doney and Cannon 1997) . Extranet relationship partners are hypothesized to have high levels of trust among partners along these three criteria. Commitment can be measured by three criteria: inputs; durability; and consistency (Dwyer, Schurr, and Oh 1987) . Given an extensive body of literature in trust research and reports from practitioners that trust is a foundation element of relationships, we include it in our study.
For the most part, respondents trust their Extranet partners (Figure 13 ).
There is a belief that information is held in confidentiality and that trust has been earned.
There is confidence in the accuracy of information that is provided to respondents and that Extranet partners look out for respondent company interests. . Brown et al. (1983) examine conflict in retailer-supplier marketing channels caused by written or verbal expressions of disagreement among channel members. They note that Reve and Stern (1979) argue that power is used in marketing channels to
Trust
We are convinced that Extranet suppliers/customers respect confidentiality of information received from us. 3.7
Extranet suppliers/customers have earned our trust. 3.6
Scale: 1=strongly disagree to 5=strongly agree 3.5 We have full confidence in the accuracy of information provided to us from Extranet suppliers/customers.
3.4
We feel Extranet suppliers/customers look out for our interests.
2.2
Our Extranet suppliers/customers withhold important information from us.
3.0
Transactions with Extranet suppliers/customers do not have to be supervised closely.
2.8
We trust Extranet suppliers/customers more than our non-Extranet suppliers/customers.
coordinate the diverse activities of the channel members and to ensure that conflict remains within its functional range. A concept of power beyond coordinative qualities is the ability of one channel member to get another channel member to do what it otherwise would not have done (Stern and El-Ansary 1992) . The implementation of IOS technology is an exercise in power. It is an example of Stern and El-Ansary's (1992) position that bargaining and power-dependence relationships between suppliers and buyers have been strongly impacted by information technology. They believe that many of the efforts of channel members to administer less adversarial channel relationships are facilitated by the use of information technology.
Aside from the need to modify business procedures to adapt to partner requirements (3.3 on a 5-point scale of agreement), power does not seem to be manifested in the relationship from the respondents' perspective (Figure 14) .
Figure 14.
As seen in Figure 15 , respondents believe that their Extranet exchange partners are strategically important o their companies. To a lesser degree, on average, there is a marginal level of dependence on their exchange partners and the difficulty that would be encountered in replacing Extranet partners. 
Power
Scale: 1=strongly disagree to 5=strongly agree generally gives in to Extranet supplier/customer requirements 3.1 had to modify our business procedures to adapt to our Extranet suppliers/customers requirements.
is more important to our Extranet suppliers/customers than they are to us.
2.7
Dependence
Extranet suppliers/customers are strategically important to my company.
3.9
Scale: 1=strongly disagree to 5=strongly agree 3.2 We feel dependent on our Extranet suppliers/customers.
3.2
It would be difficult for our firm to replace the business generated by our Extranet suppliers/customers.
Comparison Level of Alternatives (Cl alt )
Drawing upon the work of Thibault and Kelley (1959) and Anderson and Narus (1984, 1990) , Wilson (1995) defines the comparison level of alternatives (Cl alt ) as the quality of the outcome available from the best available exchange partner. They note that the quality of the outcome when judged against alternatives is a measure of the dependence of one partner on the other. If there many partner alternatives, dependence on any one partner will be low but, if the Cl alt is low, the likelihood of leaving the relationship diminishes because alternatives will not be as attractive as the current partner. The influence of Cl alt has been supported as a significant factor in relationship research (see Anderson and Narus 1984, 1990; Han and Wilson 1994) .
Overall, using the items in Figure 16 , respondents only somewhat believe that relationships are superior with Extranet partners. There is also marginal support that Extranet partners would be difficult to replace. 
Non-Transferable Investments/Specific Assets
A contributing factor in explaining relationship linkages deals with investments made by channel members solely to accommodate linking technology requirements and
Comparison Level of Alternative Partners
Compared to non-Extranet suppliers, our relationships with Extranet suppliers/customers is better.
There are many alternative suppliers for the products we buy/sell from/to our Extranet suppliers/customers.
3.2
Scale: 1=strongly disagree to 5=strongly agree 3.1 There are many alternative suppliers/customers that have the same value to my company that Extranet suppliers/customers do.
2.5
The next best non-Extranet alternative would be just as valuable to my company.
the costs to transfer these investments to other business practices or functions in the company (Vlosky and Wilson 1994) . Specific investments, such as those made to adopt channel technologies, are of considerably less value outside the focal relationship (Heide and John 1990). Anderson and Weitz (1992) discuss the difficulty or inability to redeploy these sorts of idiosyncratic investments to other channel relationships and cite Williamson's (1985) suggestion that idiosyncratic investments stabilize relationships by altering the firm's own incentive structure (realigning its self-interest). By making idiosyncratic investments in a relationship, a channel member creates an incentive to maintain the relationship (Anderson and Weitz 1992) with large investments holding partners together whereas flexible investments do not influence continuance of the relationship.
Models of channel and buyer-seller relationships suggest that Cl alt and specific investments bond the buyer and seller together in a relationship (Han and Wilson 1994; Anderson and Narus 1984, 1990) . If the supplier base can be found to be shrinking as a result of conscious rationalization on the part of the buyer, Cl alt may have an increasing influence in creating buyer power.
In this study, respondents strongly believe that it would be disruptive to the company to sever the business relationship with their Extranet partners (Figure 17) . In addition, the investments made to develop Extranet linkages are perceived to be considerable and not easily transferable to other business operations. 
Specific Investments/Switching Costs
It would be disruptive to my company's operations to end the business relationship with Extranet suppliers/customers.
4.0
The investment we have made to implement Extranets is significant. 3.7
Scale: 1=strongly disagree to 5=strongly agree 3.1 Our total cost of switching to an alternative non-Extranet partner would be very large.
3.3
The investments we have in developing Extranets are easily transferable to other processes or operations in my company.
3.2
The mechanisms we have set up for Extranets would make it difficult to end the relationship with Extranet partners.
Communication/Information Sharing
Understanding of each partners goals and coordination of efforts to achieve those goals is dependent upon the frequency and quality of information exchanged. The relationship marketing literature identifies three aspects of communication behavior that are important to successful relationships: communication quality, extent of information sharing between partners and participation in planning and goal setting (MacNeil, 1981) .
Communication captures the utility of the information exchanged and is deemed to be a key indicator of the partnership's vitality. Communication quality includes the accuracy, timeliness, adequacy, and credibility of information exchanged (MacNeil 1981 ).
The Internet is notorious for informal communication exchanges. The informality of the communication may facilitate more rapid responses between parties. Informality must not give way to incomplete or inaccurate exchanges that would be detrimental to the need for accuracy and adequacy in information. E-mail has increased the potential to increase the credibility and accuracy of information exchanged on the Internet, as it hastens the response time over conventional mail and e-mail messages are easily forwarded within organizations to the appropriate individuals who can respond directly to inquiries.
In the Extranet environment, communication is critical. Accuracy and timeliness of information, as well as speed of response are important to successful Extranet relationships. Extranets facilitate each of these elements by allowing partners to "communicate, exchange files, purchase goods or services, conduct information searches, manage their businesses, monitor business details, subscribe to services, and perform other activities" (Maloff 1997) .
Respondents stated that they exchange more information with Extranet partners now than they did before the Extranet was implemented (Figure 18 ). The quality of information has changed as well with information being shared now that was not exchanged before. Finally, respondents are generally more apt to exchange information with Extranet partners than they do with non-Extranet partners. 
Firm Performance
Firms seek products, processes, and technologies that add value to their offerings in an effort to remain competitive. These benefits are central to the selection and maintenance of marketing relationships. Firms that consistently deliver superior benefits will be highly valued and partner firms will commit themselves to establishing, developing and maintaining their relationship (Morgan and Hunt 1994) . Firms that fail to add value in their contribution to the relationship risk increasing the power of their partner firm.
Performance measures are dependent upon the nature of the organization: in marketing organizations performance may be measured by sales volume or profit; in manufacturing organization performance may be measured by output or cost savings; and in service organizations performance may be measured by number of customers served.
Regardless of the measure used, organizations will always desire to maximize those elements that lead to greater overall performance.
Several constructs have been used to measure an outcome, usually, with some element of a quantifiable term. Relationship outcome (Anderson and Narus, 1990; Dwyer, Schurr, and Oh, 1987; Mohr and Spekman, 1994; and Wilson, 1995) has been generally regarded to be an overall quality of economic, social, or technical outcomes that the firm desires. Perceived effectiveness/performance (Mohr and Spekman, 1994; Bucklin and Sengupta, 1993; Lusch,1976; Boyle and Dwyer, 1995) has been defined as the extent to which both firms are committed to the relationship and find it to be Communication/Information Sharing exchanges more information now with Extranet partners than we did before the Extranet was developed.
shares information with Extranet partners that we would not have shared before the Extranet was implemented. 3.7
Scale: 1=strongly disagree to 5=strongly agree 3.5 is more apt to share information with Extranet suppliers/customers. productive and worthwhile. Perceived effectiveness was the construct used by Bucklin and Sengupta (1993) to measure the outcome of the relationship in their study. Power imbalance was negatively related to the effectiveness of the relationship. The influence strategy used by a firm as an outcome of power by Boyle and Dwyer (1995) lead to the construct of firm performance as measured by the effectiveness and efficiency of the relationship.
Using a number of measures of firm performance, results are mixed on whether Extranet relationships offer superior performance. However, the items ranked above 3.0 on a 5-point scale of agreement are important indicators of company success (Figure 19 ).
Growth in purchases/sales with Extranet partners was perceived to be significantly higher than with non-Extranet partners (3.5 on a 5-point scale of agreement) as was the service received in the relationship (3.5/5.0). Closely following were inventory turns which were higher with Extranet partners (3.4/5.0), average margins for products bought/sold 
Summary
Internet-based technologies offer revolutionary tools for business development and management. The World Wide Web is the primary vehicle to Internet access, providing firms with a powerful promotional tool. In addition, the potential to use the Internet to facilitate sales and purchases is significant.
Beyond the Internet, Extranets work by making information widely available and encouraging people to use it. As such, they tend to distribute decision-making responsibility --sometimes even to the point of having suppliers, intermediaries, and customers make (or at least initiate) decisions that have previously been held close to company headquarters. To be successful, Extranets may require a change of business culture. Information that has traditionally been stored away and metered out judiciously becomes far more broadly available. The result is that information controllers find themselves with different jobs (or perhaps no jobs) --and without the power associated with information control. The hierarchical management system common in businesses today flattens, and a more distributed or team-oriented management system evolves.
Those ingrained in the "old" system may be highly resistant to the change required to fully recognize the value of Extranets. Thus, adoption of this technology is a companywide activity that will require full commitment from the company's current decisionmakers.
Despite security considerations and potential cultural growing pains, applying
Internet technologies offers considerable opportunity. Many companies already utilize some form of electronic information exchange to facilitate business activities. Internetbased technologies hold promise as a means of simplifying and reducing the cost of these activities. Companies can tailor technologies to their own unique needs within their companies, offering differing but relevant information to sales, marketing, production, and other business units.
Extranets can extend key information to business partners throughout the supply and distribution chains, and can facilitate collaborative relationships with business partners widely separated geographically. Given the significant trend toward Internet applications in business in general, companies that develop an Internet -based technology strategy will be better able compete in the marketplace.
Extranet Business Relationships and Performance Questionnaire
This survey is designed to collect information about how business relationships are facilitated by the use of Extranets. By completing this survey, you will receive timely information about Extranets and how they affect your business.
The survey is completely confidential and only summary information will be reported in study results. The number at the top of this survey is an identifier only that allows us to track when we receive your completed survey, ensuring that you do not receive subsequent surveys or phone calls.
7. Which Extranet business applications do you currently use or are planning to use in 6 months and two years? (Please check all that apply). 
Currently Do Will do in 6 Months
